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ABSTRACT 

The primafy purpose of this booklet is to offer 
suggestions which will help alleviate some of the burdens involved in 
producing a school's publication^* so that journalistic endeavors 
will not be damaged by economic difficulties. The first section 
discusses newspaper advertising and examines such topics as selling 
advertisements, sales approaches, establishing advertising rates, 
advertising contracts, billings, designing advertising, graphics, 
displaying advertising, and printing methods. The second section 
discusses yearbook advertising and examines such topics as planning 
the yearbook advertising campaign, staff incentives, establishing 
advertising rates, billing, record-keeping, a demographic survey of 
student spending patterns, designing the advertisements, graphics, 
displaying. advertising, and getting the most for your money. Both 
sections contain a portfolio of exemplary advertisments, (TS) 
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FORE WO R D 

The position of publieation adviser offers a strange coinbination of am- 
bivalence and satisfaction, intertwined with heart palpitations and stomach 
ulcers. Certainly anyone who has ever taken this post can attest to the 
many physical and mental demands made upon him. Yet each year thou- 
sands of us continue, wondering how to meet these challenges while at the 
same time filling the needs of our students. It is our hope that this 
bookliet will help facilitate the achievement of these ends 

. ASKi the Advertising Survival Kity actually began as a project in a 
graduate journalism class at Ball State University in Indiana. After its com- 
pletion, we reaftized that we had done much more than just fill a course 
requirement. The project had become a ; learning experience for all of us; 
a tool that we all realized would be valuable to us and to' other publi- 
cation advisers. 

The financial managenient of a>school publication is certaiiHy one of the 
most difficult and frightening tasks any adviser must face. Yet it is a neces- 
sary job, crucial to the success of any journalistic program. Rising costs 
have driven many yearbooks out of the students' price range; and restrict- 
ed the frequency of newspaper publication dates to so small a number that 
the p^iper ceases to function as a medium for timely local news. The only 
viable answer to such economic pressures lies in an effective revitalization of 
newspaper and yearbook financing which recognizes that high school publi- 
cations, however small, are real media which can offer a sei-vice to local 
businessmen. Presented properly, an advertising campafgn offers pot;ential 
profit not only to the publication, but to businesses as well 

ASK presents a complete outline for^ conducting an advertising campaign, 
as well as a list of suggestions that yearbook advisers may find invaluable 
in cutting those unexpected (and sometimes hidden) costs that so many 
yearbook contracts entail. 

We realize that this booklet is no panacea for all the pitfalls advisers 
will encounter. Financial managem^int of a publication is^ of course, merely 
one segment of a large and complex organization which demands the ut- 
most of an adviser in. both patience and ingenuity. Oin* hope is simply 
that this booklet will help alleviate some of the burdens involved in run* 
ning, your school's publications so that join'rtalistic endeavors will not be 
choked by economic diffipulties. 

' , [ Laurence B. Lain 
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NEWSPAPER A DYE RT I S IN G 



* ; ; /^Oite^^ help you,' tjife adviser and the publications 

itaffii put together a successful advertising section iii your newspaper. It 
is. flexible enough to be adapted to almost any size school paper, so please 

• use it to suit your needs. . ^ 

MilUohs of . Americans are exposed to hundreds of advertising messages 
' daiily.^ I^^^ influence of advertising has persuaded people to y/oxit 

Ijetter pro^^^ improye meir styles of living, and to talce 

- better care of their health. , 

^ ■ Advertising creates an awareness about old and new products and ser- 
vices, It stimulated ^ants, depicts differences among various products and 
services, and .demonstrates how various needs and desires can be satisfied. 

Advertising, with its important role of informing and influencing consum- 
ers, -haj^beconie ah econoinic arid social force in society. Modem' business 
bsterprisd must iiriprove product development pricing, paclcagirig, distri-?. 
bution and retail service to remain <^mpetitive, and inust also introduce 
new i^roducts mid services to attempt to gain sales advantages. 

Tl)e' i^^ of advertising is not lost on high school students, 

for inudl advertising is aimed specifically at them. They comprise a po-. 
tential market of hundreds of millions of, dollars a year, a purchasing po- 
tential which few/buiinesses can afford to overlook. It is one function of 
the high school press to convey information, in the way of advertising, 
about available products and services of interest tO' high school students^ 
to this potential market;' usinjg the proceeds thus derived to help finance 
. the .puM^ " 

V ; A sample dem^ been included to' help you determine 

what your student body purchases, and where this purchasing is done. 
The sumy can ejisily bo modified by adding or deleting questions to 
suit your school's particular situation. 

The next section provides suggestions about how to use the information 
•obtained from the survey to put together a successful advertising cam- 
paign, ranging from what potential advertisers to contact, to how to ap- 
proach a prospect and persuade him to purchase advertising space. ^Also 
included are tips on how to take care of an advertiser after the sale is 
made; Servicing an accbunt is, ultimately, just as important as selling it 

Ad layout and desigi does not have to be difficult Quick instruction 
01^ how to design an ad can be fo""^ ^ basic layout and design 
section, as well AS suggestions on the mqst attractive and productive ways 
of arranging the advertising " 

' l3o you^^^^^^ or Wifan^? Discussed are the 

differeiices among Jhe three, how they affect the types of ads you use, 
and how to use them more effectively. 

''■ ^ ' -^^ ■ 
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At the end of the section is a portfoh'o of ads from high school news- 
papers from around the country. Many different types of ads are pictured 
in this section. Do not hesitate to use the ideas; they have been included 
for that reason, and to demonstrate that good advertising is easy, and 
being used by all types of papers. 

Finances can help make or completely break a school paper. Samplps of 
bills, rate cards, and contracts are provided in this section to help make 
the financial aspect of school publications easier to understand and deal 
with. ' . 

If you have advertising problems or questions, "ASK" the newspaper sec- 
tion and adapt the Suggestions to your paper. Advertising need not be the 
headache it sometimes is, and it can help you produce a better and more 
profitable high school newspaper > 

SELLING THE AD^ 

This questionnaire is intended to estimate weelcly student expenditures. 
The range of questions attempts to cover every aspect of student spend- 
ing, but questions may be . added or deleted to fit each school's needs. A 
large school, for example, may want to place somo of the -related questions 
Into a single category to expedite the summarizing of the results of the 
survey. This, too, will aid the large school in completing a summary fact 
sheet for the sales brochura 

The method of conducting the survey may present a problem for larger 
schools. A small school may administer the survey to all 5tudents whereas 
random or selective sampling is suggested for large schools, but selective 
sampling should provide a more fair and effective survey. A range of 
students from all social and economic communities within the school should 
be represented in about the same percentage they occur in your school. 

The results of the survey should be averaged and placed on a sum- 
mary fact sheet. The advertising sales staff should then use the ques- 
tionnaire as a persuasive selling point with their sales brochure. 

STUDENT SPENDING SURVEY 

Our school newspaper and yearbook are taking a survey of our student body to 
get a comprehensive look at the earning and spending habits of the students of 
this high school. We would appreciate your time in filling out this questionhaire. 
You need not sign your name. Thank you very much for your help. 

Date age .... gradet Fr Soph Jr Sr. ..... 

male female white black latino other ..... 

Da you get c^n allowance? Yes no If *yes' how much do you get per 

week? Do you have a job? yes .... no If 'yes' how 

much do you earn per week? . . ; Do you have a personal 

charge account? Do you use your parents' charge account? 

Do you have a checking account? Dp you have a savings account? 

If 'yes' what is its purpose? .... higher education .... career .... car 

other ( ) 

• Do you have your own: car .... motorcycle .... bicycle .... typewriter 
.... radio .... televislori .... stereo/record player .... boat .... 



Whpt \i your >ofdl vy^ek 
*bii Ihe aVerago, hovy miich. 
HpW much do you^ spenc 
In Ihe foflowino section;, 
on ihp items fn each of 



y Ineome from qjl sources? $. 



of thdj do you iave?!^. . . ............ 



In iany way you wish? 
piease estimate how much money ybu spend each month 
the catagortei listed. 



cahQqir/ ■ : 
!♦ clothlnji ' ■ 

2* accessories 
3t orbomlng 
4v tolMrJes , 

5* quitd 
4* hobbled 

: 7v peU 
8V- music 

9» recVe^ition 

^ ■ "V 

1Q. feddlnQ mattor 

11* lesions * 

r2. travel 

13^ camera 

14« sewing 

1 5, gifts 

16* supplies 



1 



omounf spenf 
per mpnf/i 



exam|J/es r 

shoes, iuits, sportcoats, jackets, shirts, 
blouses, leans, ties, slacks, under year, 
lingerie, sleepwear^ 4iocks, hosiery, 
iewelr// wallets, belts, purses^ ke) chains, 
tict ■ 
halrcutSi hdlr styling, shampoo, Mr color, 
all hair care products./ . . 
toothpaste, deodorant, razor blades^ shave 
^ream^ .personal products/ etc 
car pdymprilv Insurance^^ 
sories, gasblfne, oil. 

sports equipment, hobby supplies & . ^ 

material^ "etc. • 
pets and pel supples , 
musical Instruments, records, tapes, 
shows fit cbncerfs 

movies, fobtM' ^ ba«*^®l^al' lickets,"*^ 
club (lues 

books, magazlnetSi newsjaaperi 
music, dance, flying/ tennis, etc, 
trips without family 

film, processing, darkroom supplies, etc. 
fabrics^ knitting & sewing supplies, etc< 
all gifts 

paperi pencils, dfl school supplies, sta** 
tlonery, greeting cards. 

in the following section, please estimate how many times each month ybu eat at 
each type of eating establishn^enf* 

how often 



K steak ^ 



exompfes 

Ponderosa, Bonan^eoi Mr. Steak/ 
Herford House 

2. hamburger chains McDonalds, Burger Chef^ Biff Burger, 

. Friendly Foster, etc. 

3, Ice cream Dairy Queen, Bdskin Robblns, Bresslers> etc, 

4, pizza Pizzq Hut/ Pizza King, etc. 

5. iptciqlfy chains chicken, Fish-n-chlps, Taco Bell, Arby*s, etc. 
6f dr{V#-lns Dog-n-Suds, A&W| etc. 

7. all-purpose, sit-down eating establishments 
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D^> imjatiUlh purchdips? yes w . . . na . ■ 

Whiit Wna of tidvirtfilng InflUencts; your choice of prodUcr$ or ifdres? (checks all' 
thof iaippi)fyt tmspam ^ * i radio ;V. teleVisiori . . ;:., m^^ . . • blll- 
hpiirtf ^. 4.^,^dow dfsplayi * 4/ other; , , . „ . « , * * . .. 

; V^^^ ' tHAhtiC YOU FOR YOUR TIME > I I 



Iiitcrprettng th<5 results of 
th^ st^ . oncO final tallies are made and ' percentages and figures dPte 
entered on the summary sheet. Clearly, those nlerchants iri the corpmun- 
who receive the largest share of student money are Uie prime prospects 
for calls by advertising salesmen* Where two or more stores compete (or 
student business in the jame area, whether it is records,, clones of jewelry, 
the obvious advantage of advertising in the School press can do more 
to sell advertising space than the best-plailnea sales talk. AssemUe the 
facts, and do it in such a way that those facts vwll do the major job 
of ;^eiling advertising. • ' • ' 

. 'Aa effective way is usually io prepare d i[nimeogt^phed brochure, Which 
iftay be given to businessmen for them to exaniinei dt ti^^ leisure, wWcJi 
reports the results of the ' survey, and provldes^^^ ^ 
circulation of the school newspaper among the students it serves, In a 
school where sjtudentis receive die paper free, or where the cost of a sub- 
scription to the paper is deducted from the students* book rental fees 
or other Source, stress the fact that the paper reaches the hands of every 
student in the School, that distribution is one hundred per cent No 
other advertfeing mediumv'not the eommerci^ press, not tfie niost popular 
rocli: music radio staUon in town, not eyen d large biUbpord in front of 
the school, \vili have the potential of reacM . 

If/ as Is more often the case, citculation is less than a hundred per 
cent of the student body, concentrate on the number, ratiher than the per^ 
cent^ge, of students who receive the paper. And remember that in actual 
practice, these figure's are apt to be a bit low, since the number of pass- 
along copies is usually considerable. Your actual circulation, in terms of 
number of actual readers, mav well be double the number of copies of* 
•your' paper printed. Point tnis out in your advertising brochure. 

The brbchure should also focus on the amount of money students have 
to spend, tor example, . a sample of 100 students selected from a student 
body of lOOO may show that those students spend: an average of eight 
dollars a week on car, clotiies^ records, recreation, snackSi and other peF^" 
sonar items, By ex^^ the 1000 students in the school would have 
$8,000 a week to spend, more than the entire annual incomes of many 
wage-earners* Tlie^e same students are spending $32,000 a month or $288,000 
during a ninc-mortth sphbot year, in . the community, When such facts are 
presented, ads often sell themselves, for every merchant in the communib^^ 
is interested in getting his share of that quarter-xnilllon dollar market Ad- 
vertising in the school press can help a oujiness tap that market ; 



Ohciet the figures are ill and the brochure prepared, it is time to map 
but campaign strategy. Particular emphasis will be placed, pf course, on the 
;afeas where ^^^m^ spent.- ^ut advertising salesmen should^ 

: fee taught point out that advertising can create new needs and desires, 
: V besides i^^^ how current needs can be satisfied. So do not 

Ignore a particular element of the business community simply because rel- 
atively littie demand exists in that area. A series of well-planned advertise- 
^, ments cart create a demand for a product where none existed befpre, if 
the product is one of .legitimate interest or usefulness to stu.dents. Such 
: \ ads simply ^^ p^^^^ particu^iir need," which although real, may not 

v-havefeee 

: J^^^^ twenty years agp there was little or no insurance adver- 

V Using in th^^^h school press. Today^ with a high percentage of high 
school students o^vning or having the Unlimited use of automobile and mo- 
torcycle, there is a real market among young people for insurance and iri^ 
surance information. Some schools have recognized this change, and have 

* proved their point to local insurance agerits, who have become frequent ad- 
' vertisers in tnose papers. Many papers have not yet explored fliis area, 

* tiowever,' and tnay be missm^^ hundreds of potenUal advertising dollars. 

* No attempt ' ismade to imply that all- elements pf the community are 
suitable for the solicitation of advertising by the high school press; Some 

; are clearly not. A publication should not solicite or accept advertising 
" frbm a firm, whose product or service the publication cannot reasonably 
f hope.^ to sell At one tirhe the advertising columns of high school papers 
were'lilled with ads like 



COMPLIMENTS OF BLAK^S MARKET 



and dps:cns of suclv ails, all neatly boxed, appeared issue after issue. Few . 
high school publicaU*ons solicit advertising as charity any more, however. 
Advertising is a two-way street; if a paper accepts an advertiser's money, 
tile paper must attempt to sell the advertiser's product. No advertiser 
shouW be asked to help "boost" the paper or support the school; the pappr 
must try to sell its.advertisers' products. 

When a list of potential clients has been established, it is time to begin 
making sales calls. Some sort of system of keeping track of prospects and 
the results of^ ^ales calls is recommended. No businessman likes to be both- 
ered about the same thing more than once and' by several different jpepplc; 
many ads have heeri lost because,' after buying an ad from one .salesman, 
he ha^ had to interrupt his business to meet widi two or three other 
representatives of the same publication, each trying to sell him an ad* 

A card file system may bc^ tiie most efficient and^the most simple metiiod 
• of keeping track. Each prospect is listed on a file card kept in tiie ad- 
- yertising area. ' (see sample) When he is approached by a salesman, in- 
formation about the sales call is recorded ort the card, and the cari file 



should be checked for ttie most up-to-date information before any sales- 
Irian calls on any customer, Such a system will 1.) prevent unnecessary 
dupllcatiou bi^ prevent antagonizing prospects with multiple sales' 

^ palls^ and S,.)^^^^'^!^^ prospect is called on« It is an easy matter 

* to fUp fiirough the cards to find those prospects on whom no salesiijan 
has called, or Avho have not been approached for sbme time. 



proiptct 

ltddrtir 



(g:Tus 
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SALES APPROACHES 



'the finest preparation^ however, is worthless unless an ad salesman con 
close a deal. While the preparation can and ^vlll greatly enhance his chances 
of selling an account, a salesman must still approach each prospect with 
V respect and conviction, create a favorable impression and conduct him- 

; Sdf professionally if ho is to stand an^ 

■ 1^ intended to servo as 

basic procedure for advertising staffs* They \yill help staffs to bo better 

organized in talldng to ^ a^^ to have more confidence and to miako 

; a mori[> businesslike impression on p^^ 

.The way an ad salesman is dressed can play an important psychological 
role , in the success or failure of a sales call. Slacks and sportshirt, . or 
dress ot pants suit will project a better^ more professipnal imago of the 

• Salesman than jeans and sweatshirt, and this psychological impression can 
do much, to determine thU results 6f a client contact. Consider dress and 

, grbpmlng ajt integral part of your sales campaign; all other things being 
' equal, the bette^r-groomed salesman will be more Successful than his poorly'* 
grdbmcd counterpart. When approaching a merchant, particularly in his 
place of business, it is important fpr a salesman to avoid negative re- 
actions from the merchant* 

Few things seem more difficult to the beginning salesman than actuallv 
making his first contact The inclination certainly is to mumble apologetic 
cafly, blurt out "Do you want to buy an ad in tho^ school paper?" and 
duck out: the door as Vjuickly as the opportunity arises. This is an in* 
Justice to both die publication an4 the businessman, Ad salesmen should 
remember that they arc noi^ begging or asking for charity, but are offer- 
. ing to sKow. the merchant how the school newspaper can help htm in- 
crease his profits in exchange for his financial support of 'the newspaper 
that Will carry his advertising. This 'is precisely the same sort ot ar- 
rangement he expects With the local dally riewspapor; the difference is solely 
that his advertising in the high school paper will bo directed at a specific 
age group. 

The following outline of a sales call xpay help the inexperienced sales- 
man through the first half-dozen calls, and provide a new idea or two 
f^r tiho veterans of the ad staffs . • 

• 1,) Introduce yourself* 

$*) Explain who you represent. 

*/ 3.) Be polite and state your purpose. (Your ^purpose is not only to sell 
an ad^it is to help the t>usincssman capture or retain his share of the 
1448 year-old consumer market. This^ Uien> is not the time to say, 
**Woultt you like to buy an ad?*' Say, rather, "I have some figures that 
shovv how you might tap an increased share of the quarter-million dollars 
spent by our liigh scnool students In this community.") 

Q 11 
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4. ) Ssdes pitch showing brochure - * 

a») results of purchasing survpy stressing the dollar figure spent 
by high school students in the community. 
. bO circulation and readership potential of the newspaper. (And 
don't forget to mentidn that many papers find their way home to 
■\ V parents and qlthe^ ; ^ 

- ' c.) relate a.) and^b.) to the situation of the merchant. Explain how 
advertisirig in the high school newspaper can stunulate a demand 
for his product or service. 

d.) present examples of possible ads for his product. These can be made 
. up in advance when you know ydli are going to call on a particular 
prospect. Come Equipped with suggestions for photographs and illus- 
"trations, sales ideas, and design i4^ » - 

5. ) . Show the prospect your advertising rate card, explain anything that/ 
may be unqlear, arid suggest a size and frequency of ad that he might 
wish to ruii, based on one or more of the ideas you presented in 4-dl 

6. ) Go ov,er other items in the ' coritfact with the prospect; placing par- 
ticular emphasis on the areas in which the paper- will serve the advertiser, 
such as by providing a complimentary copy of the paper each time it is 
issued^ and calling frequently to inquire about a change in copy. This is 
another good opportunity to stress that an ad purchased in the high 
school paper is designed to benefit both publication and advertiser. 

7. ) Ask the prospect to purchase the ad. (There^is an old sales tech- 
nique, still useful, in which the salesman never gives the customer a chance 

■ to say "no." At the close of a sales pitch, the salesman should not ask, . 
"Would you hke to biiy the ad 1 have described?" because it is too easy 
for the customer to reply with a "no.** Instead, .give the customer a choice: 
"Would you like this ad- to run in every issue or in every other issue?" 

•Or "Would it be more convenient for me to pick up your ad copy in 
.the mWirfng or. the afternoon next week?" While such a question may 
sound cbntriyed and* unnatural to the inexperienced salesman ^ it is a 
technique that works, and the psychology behind it is sound. ) , , 

' 8.) Sign the contract. Leave one copy with the cusfdpiiei:^ and file one 
copy in the publications are^ ' ' ' ' ■ 

9.) Whether you have made a sale cjr not, thank the prospect, ^^t will 
cafry on the favorable impression you should' have already (gea ted, and . 
' leave the door open to future meetings on. cordial terms. . . 
■ ^ " " ■ .. ■• ■ ' ■ 

10:) Service your account\ Don't, forget about an advertiser once yoiiVe 
sold him an ad. See that he gets his papesr each week. !Check regularly 
for changes in his copy. Suggest new applroaches he might- not have 
considered. Inform him promptly of any changes in the production schedule 
that V will ^ affect his advertising. Try to make his ad . attractive and ef- 
fective; he is paying money to your newspaper to try to seU his product. 
Help hiiml These steps will malce him a liiuch easier prospect to^ sell next 
year. ' ■ / v^. 



Vt'V^' Sch<M)V. publications which find themselves in financial trouble are often 
?lat)Ie'!to.^>tece '' their problems to a lack of sound organization in their 
'-:-aavertsm"g"dep^ It is highly desirable to set-up the ad depart-. 

■ ^'^'liient/in,'a formal and professional way because to do otherwise gives the 
student" .^aid^^.^staff a distorted picture of advertising finances, and because 
' ' '.'a less/formal organization invites financial difficulty. 

/I /- •HerejV.then^ 'is- thfe place to discuss the establishment of rates, contracts 
/ , and biU^g forms and record-keeping. None of these need be comphcated. 
' it;. is- only, necessary for the adviser and business manager to be aware 

' ; £f the i^pubhcation s financial situation, be able to project it ^ into the fu- 

^TJ^ttlre^^n<fkeep track of it§ comn^tments to its advertisers. 

/.^ESTABLISHING ADVERTISING RATES 

-/i. It should rare(y be necessary to radically cliange advertising rates; minor 
t*; .'/adjustments fronNy gar to y ear are usually all that are reqilired. New pub- 

/. Bcations must be aBK "to" figure what they will charge fojr advertising 
T'^Vspace, however, and every publication must have a budget, so by budgeting 
r funds and projecting income and expenses .it should not be difficult to 
\ ekabhsh arf ad rate/ or bring an old rate into hne with newer costs. 

5 The /'easiest way to get a • finanpial , picture of the publications year is to 
' /jdraV^pa^chart;^- \ , / ^ 

Printing andf engraving' t • ^ 

(See your printer about this one. Tell him what $ort 

of newspaper you have in mind — page size and, paper ^ . 

stock, number of pages, number of photos^ number pf 

copies, etc, and he will be able to give you a good . , ^ 

idea of your cost per issue. Then multiply .that by 

the number of issues you plan to run.) 

Photography (film, paper, chemicals, equipment,* etc.) 

(Ways of organizing the photography department vary. 
Some schools have elaborate, professionally ec^uipped dark- 
, ^ , - 700ms, others manage nicely with Polaroid pictures. A typical 

'figure would be $5-$10 per issue, but it could easily • 
" .be either more or' less.) . * 

' . Due^, contests, conventions, workshops ^ 

' ' Supplies * . ♦ • • • ^ 

.* ' \ , (typing paper, pencils, rulers, composer paper,\ 

1 \ ''^whatever is needed to put out each issue.) \ . t' f 

: : ' Postage ' - • ^ 

, . you mail your paper to advertisers and other schools, 

'.'"^ it is often cheaper to send it at the non-profit organization 
• r » bulk rate, if your school has such a permit, then first- \ 
:r ^ class or on a second-class permit. You must, however, send\ ^ . 

. . ! out a minimum of 200 pieces. Check with your school's bookkeeper.) 
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Awards/, prizes, etc. . . , , . . . . . ♦ . . . , , . . . . v r * * v * . . . ♦ . . . . , . $ . \ 

co%^ a publicaHons banquet or picnic^ 
■mr-^. may be budgeted here^ or may come from some other fund such 
yv:^^^^^^^ Joumolists of America,, etc,} : v.' ■> , - v 

'^Equfprfienr and/or up^ceep) . . . ; . . . . . * ; . , ,^ . . . \ c, i . . , .... .• . $ - 

Sub-total . ; . . . ... . . . . . . . / . , * , . . . '. * - 

Emergency i . . ; . , , . . . . . . . . ... ....... ... . . . ^ . * . ; . . I . . . , ^ . $ . 

(Since no budget 1$ foolproof, and emergencies do arise, ^ 
we recommend that an additional five per cent of the sub- 
tolal be added into ttie projected expenses. This should . . 
cover price increases, unexpected equipment breakdown 
kl^ f beyond that projected, and ott>er un . , ■ 

Total V .... * . . . . 4 . ; . ^ . ... , . * . I, . . . . . ... * ,,,, i. , ^ ...... 

/NCOMF r . ^ ' . , '\ 

4). While it's a lot more fun to think ^bout money coming in than going out, - 
^|t pays to make income estimate^ a l|tt(e on the conservative side; it *s eyen more^' 
fun forget more money than. ypiii thought you woufdJ f ^ - x • 

From school board, book rental' fees, activities ticket,' etc; ,\ , , , , ,1, < 

Subscriptions , , . , . , , . . . v . . . . » , . ..... . . . . ...» * ,( ; , . . . ; :V 

(ff subscriptions are iold^ here is where it is / 

necessary to set a campaign goal.) ^ , ^ * 

Single copy sales . . , . . ^s, v . . v. , ; , . . * . ... .... i .j. . .,. . . » . .$ 

(A goal IS agarn required; Lasf year's sales ' ' : 

figures can help; try to increase them by ten . ^r - - .vr:-.. 

or twenty per cent -^ buf only proj^^^ , \ 

really plan to sell!) . ^ v / 

Total ... V. 

Needed from advertising ^ .... .... ; . . , v . . . . ^ 

(Again, for safety's sake, set your advertising needs \ 
about five per cenf abov6 the actual 'figure required.) 

Now^ youTiav^^ much advertising your newspaper 

will r^quirev The next step is to convert that into an advertising rate, 
yirst figure how much advertising per issue you require ^by dividing the • 
total amount needed by^ the number of issues' planned, This is your break<^,. 
even pointy, the amount of 'advertising dollars you must ayerage per issue* 
over the course of the year. ■ ■ ^ . ■ . „* ,t • 

How "ra^ terms of vblume, can you carry? If your 

paper i/^four pages, carrying advertising in more than 20 to. 25 per cent 
of the total space will discourage readership and severely limit the amount 
of copy you can carry. A. paper of six, eighty or more pages may carry 
as much as 35 to 40 percent advertising. . V ; 

Figure the riungiber of column-inclies of advertising you require per; is- 
sue % taldng the desired pex^^^ total number of cdlumn-inches 
in the paper. By dividing the number of inches needed into the number v 
of dollars needed, you will arrive at the approximate figure you should 
charge for an inch of Wvertising space. (See the sampile worksheet, illus- 
tration 2)' 

-"■'■■■■■.^ ■ . ' ■' ■ ^ ■ . ■ ■ ■ ■■ 
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■ "S^ discounts for larger ads, or for frequent insertions. 

to do that, it is wise to increase your base rate by 20 to 25 
!|)r!ec^ over tfie figure you at If you decide on a flat column- 

Jincii lihte, la^ 



SAMPLE WORKSHEET 



pfihtiHig rdnci engraving 
phbtbgraphy . * . * * » • • 
diie^s^ contests, etc. ... 

supplies , . . . . . 

postage j ^ . . . ^ . . . . . . 

■qwqrdf/ banqMcf, etc. , 
' equijpment^^ ♦ * r . : . * * * 



.$4500 
. .$ .250 
.$ 100 
. .$ 200 
.$ 50 
50 
TOO 
.$5250 
.$ 2i3 
.$5513 



.$ 
.$ 



income 

front - school board . . . . * 
subscriptions 

^ngle copy sales 

total . . . , ... . . . 

needed from advertising 

5% cushion . . . 

total needed ......... 



J:, total hi-epled $3,059. f 

2yi •niirrtber' of issues planned , 30 
/ .3.^^^ $102. (1 

4v number of pages per^ issue 4 
: 5^^^^ in inches 14 - 

: 6; nCimber of columns pef page 5 
; nurnber; of columnrlnches per issue 

9v; p 

' nunifcer of rcolumn^ihches needed per Issue 
1 Q. amaunt per inch ; $1 M (3 9) 
■llv advertising cushion desired 10% 
cushiibh $.18 (10 x 11) t. 
> 1 3, base rate . $2.00 (1 x 1 2) 



2) 



280 (4 

20% 



X 5 X 6) 

56 (7 X. ;8} 



.$2600 
.$ 0 
$ P 
$2600 
.$2913 
.$ 146 
.$3059 



T H E A D V E RT^I SING CONTRACT 

. - The contract isy of course, the key document in the advertising program. 
V It/ sets forth^^^^^^^^ agreement betNveen the advertiser and 

ihe sch what is expected of both parties. It nefed not be legalistic 

, in tone; a simple but iinambiguoUs document is best. . 

The sample contract illustrated- below consists of four palrts; the agree- 
. ment, the rates applicable,' extra-^o$t items and insertion schedule. It is 
^ desirabie that all these be included in the contract, since Mt will eliminate 
^ r the n^^ rate cards and schedules, aiid will help clarify ihe ad^ 

Vertisiiig agreenien^^ . V • •:, \ 

Ty^^^ contract should be made: one for th^ advertiser and 

one^lfor the sdhool; both should be signed by the salesman and the ad- 
y The School's copy should, be kept in a file folder accessible to 

both fid^^^ise and ad staff, along with ad copy for the finn, mats, gloss- 
ie^; Or negatives of the ad, and other material necessary tO service that, 
account. - , ' 



first section pf the . contract, is a statement by the 
advertiser tha^^^ firm will purchase a specific amount of advertising Space 
in the schpo^^ and price indicated elsewhere in . 

tbfe^CQhtxact The ag^^^ sets forth Ijiiling ptpcefclure and airariger 

rttents fpr the i^ >^ 

Agreement is also the place for the signatiites of the representq^tives . 
;pf th^^^^^ newspaper, and insistance on tihis form^ty can 

sav0 -a; ptibUcafe many dpllarS' a year. Each year every adviser is faced 
. ^yitl? "^ call' from an a^^gry merchant demanding to Jcnow why he 

•his received the high school newspaper when 

heCsigqed^'W^^^^ it A. quick check of the school's copy of th^ 

dbntxapt-^^^ 'j^y an assistant man* 

agei> or :even the ^wife of the caller, and ' dollars are collected which 
n^ightbthe 

■ P^Hig: aliie; to piripoint the student who: spld a particular ad dan often 
help clejur up m tlie bopy^ the ad was to contain, its 

" design, or the way in which the account was to be Serviced. 

The rate ciwrd should also * appear oh thc{ advertising contract. It may 
be simple, if . a flat rate per column-inch is^harged; or it coiild be more 
cbmpteTt; if space; o are/offered. But this appearance 

;bf the ^.r^tg: Schedule ^^^^^^^^ posi|!ively eliminates the • confusion 

eauseJ; by ;a Salesman^ is out of rate^ cards but who is 'We'? h^ 
x6mem]bers . the chatges ' for a service,; or tlje problem Created by a sales- 
inah; who can , really drum up business — but who dpesn't work with figures 

vitearly^as^ell7t~^'T"~ — ~~:^^'rT^. — ^- • V --' l--: ■. . " ■, '- ■ — — ; . 

in the same; way; the schedyle of extr;i-cost-req^uired items Will prevent 
* a customer unhappy with an Unexpected thaxge for ,a reverse or ari en- 
graving frpm complaining that he didn't know about the charge, although 
salesmen shpuld be cautioned to jpoint, but such costs to the client when 
4h0-^ccotintHs-saldr-Advert^ school papei^ for" 

unusual expense incunred in making up their aids, just as . they do -with 
commercial newspapers; but itT is gbod business to let an advertiser know 
in advance how much^a particular^Servic,e a?^^^^ _ 

Finally,, including*^ the possible insertion dates in the contract will showh 
the advertiser that the paper has committed itself to a production schedule ' 
and that he may expect to have his advertisihg message presented con- 
scientiously. It is certainly a help to allow your prospect to see fixed 
dates to which you are committed than to ask him to take an ad "every 
other issue once we get started." 

Gare in preparing advertising contracts can, for many publications, mean 
the difference between red ink and black at the end of^Be year. 




(saiiipie contract) 

:v ; ; . THE SURVEY . 

: ■' • ' - '■■■^ }■ Publication of Marion High School 

> ;. . . 7iO W. 26th street, Marion JN 46952 ^ 

: - " (31 7) 664^.9051 

date • i •*««••••••'•■•.• 

• Thies undersigned ogrees tp,uje . . . , . - . , column-inches of qdyertising; 

: spcice Jn Ihe SURyEV?^^ of the issueV checked be 

The iindersTgned^^^^a^^ to pay any cost incurred by the SURVEY in prepdring 
e^^^ schecJofe below,. 

A CPpy^ b^^^^^ each ijisertlon of t|he ddvertising will be 

tcr th^ adyeiiiiferr ^ the^ 6ifii4 of each; ifrti^ for tfio^ 

space used during the month. A^^^f^ ddvertisemenlt will be sent with 

■ ;the;btll.. ' . . - . 

Desired copy may be attached tb thii contract br specified clearly on thf back. 
A sajeScnan Will check with the firm regujarly ior advertising copy or/ at the 
request of the advertiser, ad copy will be prepared or designed by the adyerHsfng 
staff of the SURVEY. ^ \'-:r.'.: 

. . ^ .. . . . . i * \ * . . VV. i . > telephone . , . * v, . * . •W*/ 

*'..*.... ».* vv .■•v.-./V. v'*.,.^: vsigrted • » ♦ • ^ . • •>-.• 

' • i i .• • . . # V .. . 'm-.m. 'i i V C • . V . » title . . . « . . . • i • / ^ 

: RATE SCHEDULE . / 

per columrt inch . . . i * . , ^ ..... , * . . » . > v . « • * $ 1 .50 

one-eighth page (9% cl/ln) ..... .'. .$13.00 

one-quarter page (19 cl/in) . . . . ..... , * . . . . . . . . $25.00 

one-half page (38 cl/in) ', . . . . , . . . . . .... . i , i . , $45.00 

full page (75 cl/in) . . .$80,00 

fweritj^ 'or more inserffonV \ O^'/off 

- EXTRA COST SCHEDULE ' , 

... $2b.00/color stuffing charge $25.00 

$100.00/sel b/W photos ,.,..$2.00 

^\ . $20,00/pqcje redOctiori ' of art/photos . . . . . . $2.00 

reverses (while on black) $2.50 

• INSERTION 1^^^ 
(Check date for each insertion) 



• firm nqme >^ . , 4 
address .vv.*v . . . 
^'for the; SURVEY 

Rate . A ' 'i . ii-y.-i \ ^ > 
/ Rate B (.U . > . . 
d ilate e ,\\V.\ V. 
l> 

Rate E r • * • • » • 
Rate F '-i/i 

spot CbfoT; V * . 
..color 'separations. 
' Prepi'tnted inserts 



# . . .Sept. 7 
, -wSept. 21 
, . Sept. 28 
...>Oct. 5 
...vOct. 12 
. . ,Qcf. 19 
, . . .Oct, 25 
v :. * ,Nov* 9 



.Nbv. 16. 
.Nov. 21 
.Nov. 30 
.Pec. 7 
..Dec. 14 
.'Dec, 21 
.Jan. 11 
Jan. 25 



.Feb. 8' 
Feb. 22 
.Mar. 1 
.Mar. 8 
.Mar. 15 
.Mar. 22 
, . Eldsl^etboll 



special 



...Mar. '29 
,.,Apr. 19 
...Apr, 26 
.. .May 3 
.. .May 10. 
...May 17 
...May 24 
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y y sold and the contract is signed^ careful recoM^ 

requif 04 to make sure -that the clientV adyertisirig alipears cofetW in the 
; - r i5$aes for 

Ir-' l3KU0-by*2iue adyer is tiiougK;the use of at^lbfe 

wWph composition note- 

bbofc Th^ date of each issu? is writtiBn at the top of theipages of the 
- time W ad' is sdl^^ the) nanie of the 

• ;\:a^^ the size and Jtic^ the ad are entered onf^mfeV^ 

/::'\l/'ihaWss;ue*-'V'- ; ,", ' ^ ^ ' ! ' ' ' i' ' 

' r - " The adline, or ads ; contracted for each issue, is available' at a glance 
for the ad staff to see on which issues they must concentnjte *theijr sales, 
and for the editors to detenxiine whether to run m6re or ffe>ver than the 
normal number of pages in the issue. The log book also jdiifnlnates! the 
. necessity' of going tfeoiigh each contract folder, before eacH jp))?iblicati6n^^^ 
i tb list the ads that aire to be nin; all ads are listed in ujf log as soon 
a$ they are sold and before the contracts are filed. • fi ' • 

CWutnns can also be: a;dded af^^ the adEyeriisers ta in- 

^ ; dicate whether a member df the advertising staff has^^ p the copy 

'•/•for e^^^ and to indicate how UijBvad is made^^^u^^^^^^^ find form, 
' V ; ^(^ther iti pjute-up/ set ii^ or merely iougi^ jprinter> 

j; . one mpnth sho^^ a 

■ ^^^ 3^^ sumniaiy. The. sumirtary shpuld list all ajiyertiser^^>yho have ap- 
• ^ peared in thii p^ irionth, the Issues^ -in whicilil^ advertised,^ 

: ; v and th0 total amctvtot due for this nnwrfithl^^ G^^ may 
j5^ ; :in^cate the date and for mdpng the receipt 

' Of c^ch payment Such a system provides relief from tM drudgery of a : 
system iii wWch. the^ £^^^ of each firm ore kept 
ahd where (dach^ft^^ mitist be checked before each is$uey||nd again i^diithly> 
-./^tolje^kjsptup-i^ ■' • ' ■ ^^1' .... 
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THE BJLLINC FORM — 

While therO need bo nothing elaborate about a publication's billing form, 
two things should be kept in mind^: it should be simple, and it should 
be standard. All billing statements that come from a school'^ publications 
department should follow the same form, to simplify their, handling by 
the ad staff, and to assure advertisers that their accounts are being handled 
in a comjpctent, professional manner. 

The top of the bill should contain the school's name and address, tele- 
phoha number rtpd name of publication. On it should be writt^jn the name 
an(J address of the firm billcdi the date, and the amount due, as well as 
instructions tp detach and return the upper portion of the bill with the 
payment * 

The bottom of the bill should again contain the school's, name, address 
jind phone number/ and the name of ^ the' publication. On it should be 
written an exact description of the charges, fully, itemized, for which the 
bill IS tendered. 

Two copies should be made of the bill, and the carbon should be filed 
\vith the advertiser's contract. When 'payment is returned, it should be noted 
in the log book, and the top half ot the bill, which was TCtiimed with 
payment, stapled* to the carbon cbpy of this bill. 
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DES IGN I NC THE -AD 



The display ad occupies most of the advertising space in school publica* 
tjons. Therefore if the ad is to hav;e sales appeal^ it must be attractive 
prid interesting. Students are the readers, so the ad must appeal to them. 

Possible variations of ad layout are ^reat, however some ads are more 
effective because the designer can get the readers attention. The effective 
layout must create a sense of movement* Copy and illustration that is cen- 
tered in an ad with an equal amount of material on either side is poor 
advertising. A designer must find the optical center of an ad in order to 
create movement. The optical center is located to the left of the mathe- 
matical center and twp-thirds of the way up from the bottom of the ad. 




The position of greatest attention is the optical Center. It is at this points 
that the reader's eyes focus upon the ad. Here the designer puts the most 
important block of copy, headline, or illustration. From this, the ^designer 
builds out and arranges the remaining material so that the reader's ^i^es 
flow naturally through the ad. 

The headline is the most important part of the ad copy. If the readers 
attention is rtdt captured by the headline, the rest of me copy, however 
beautifully and persuasively written, is usually lost. Therefore, the headline 
•.should be the keystone of the ad. It should usually be located near the 
tof»/ command attention, and indicate what is adyertiscd^n length, the head 
should be short so the reader can quickly grasp the thought, and .should 
be clever or informative .so the transition from headline to body copy is 
.smooth. * 

The body copy is used to reinforce the headline. Be specific; avoid gen- 
eral statements. Definite products in which students will be interested should 
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be mentioned. The effective ad makes the reader want to buy the product, 
so Suggest this sort of desired/action at the end of the ad. 

Whenever possible an ad should contain a photograph or illustration, 
most often located at the optical center of the ad. Such art should be 
atteption-getting and show the product being sold. Hand-drawn art of bold 
design, or a jphotograph picturing studernts from the school, attract read- 
ers; and advertising that will be seen and read by the student.s is ii large 
.ielhng point with potential advertisers* 

If there is only a small amount of copy in the ad, sketch it in rough 
fonn by making it actual size and printing in the copy. The name, ad- 
dress, artd telephone number of the store will usually appear in the low- 
* er right-hand comer of tho ad, for this is where the eyes of the reader 
are most likely ta leave the ad. 

If there is to be u large amount of copy in the ad, plan the ad in two 
sections* First draw the ad actual size on the left side of a piece of paper^ 
and hand print the material in large type such as the headline and the 
name of the .advertiser. Block in the smaller copy (see illustration 8) and 
type or print it out to the .side. 

Avoid small ads when j^sible as they tend to get lost on the page. 
Larger ads draw the reader\eye and attenti<in* ^Pictures, artNvork and slo- 
gans can be applied to largeM^ds much more easily than to small 

Most papers find it difficJlt to turn down any a<}, even one^inch ads, 
although some papers havcf successfully limited advertising to ads of ^at 
least three column-inches. lint papers that do carry smaller ads ynust be 
prepared to meet the chafleSge of designing effective small ads. Revers- 
ing such an ad, that is, runnii/g it white , on black, is one way to make 
.it stand out, and using an uniisual typeface may do the same. The mes- 
sage, however, must usually be Rlnited to the advertiser's name and address, 
and a trademark or slogan of some .sort. 




i\mmmmm 
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Copy A 
Wrillon or typed to the jide 



Copy B 

written or typed to the $\de 
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If a school publication is to attempt to offer real service to its adver- 
tisers by presenting their products and services in an attractive way de- 
simed to Thelp increase* the sales of the^ advertiser, well-designed and care- 
fully planned ads are a must. 

• GRAPHICS ) 

Every school needs help in making its advertising as graphically excit- 
ing/as possible for little money. There are now a Variety 'oi helps avail- 
able^ although they are primarily for the offset newspaper. 

T Y P E 

A growing number of companies now offer hundreds of different type 
faces in all sizes and styles in dry transfer lettering. The cost is low — 
$2.00 to $3.00 for. enough type to make from five to fifteen headlines— 
and the method is almost foolproof to work with, ^ 

The lettering comes in basicajly two types. The first, rub-off lettering, 
Is easier to work with but is not re-usable. The letters are printed on an 
acetate sheet and stick to paper when the' front of the acetate is rubbed 
with' a pencil. The second tyjpe, in which letters are cut out and placed 
individually into position, is slower, btit the letters are, re-usable. 

The cost of either method is so low that many staffs keep on hand 
a Variety of different faces to use for striking effect in both editorial 
and advertising copy. * , 

B OR b E R S 

Several companies offer dozens of different border designs which are 
printed on a long acetate roll like tape and are quick and easy to po- 
sition on a page. Styles include those below and dozens of others. 




ARTWORK , ' 

Most yearbook companies provide their customers with clip-art books, and 
a few are published commercially as well These books Contain hundreds 
or thousands of professionally .drawn line illustrations which may be cut 
out and pasted directly on ad copy. They can also be enlarged or re- 
^duced by your printer. 
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LETTER P RESS - 

• While the aids discussed above are most useful for the offset publica- 
letterpress papers can make use of them too by pasting up ad copy 
u^ing these aids, arid having the printer make an engraving from the paste- 
up. While this is slightly more expensive, it frees the letterpress staff from 
the limitations of the printers supply of type and borders. It is almost 
certainly worth the extra expense. 

Since there are many outlets for the materials jiist ^discussed, no attempt 
will be made to provide a comprehensive list of where they can be ob- 
tained. Ask your printer. He will have the names and addresses of the 
suppliers elosest to your home, and can tell you where to get the best 
price in your are*!. ^ . 

DISPLAY INC ADVERTISING 

Most school newspapers present advertising on the inside and bfek pages, 
omitting advertising only on the front page and editorial page. There are 
several arrangements which allow good, display of the ads as well as mak- 
• ing the copy on the page easy tp read. Although the examples below are 
illustrated with a five-column format, they apply in the same way to other 
fdrmats. 

Larger ads should be placed at the bottom of the page, often in a ^or^^r. 
but a simple rule for attractive page layout is that a smaller ad should 
\ never appear below a larger one. In addition, most advertisers and many 
editors feel that all ads should touch copy; in otter words, that no ad 
should be completely surrounded by other ads, but should come in contact 
with a column of copy either at the top or at the side. While this is not uni- 
versally tine, particularly in the case of large ads which dominate the 
bottom of a page anyway, such a policy pleases advertisers and counter- 
acts the occasional tendency to clump many small ads together. 

Below are a few of the most popular methods of arranging advertis- 
^ ing on the newspaper page. ^ 

H A L F P Y R A M I D 

in this arrangement the reader reads into the ad copy that> touches the 
stories. The largest ad is located in the inside lower comer of the p^ge 
fright-hand comer for eVen-humbered pages and left-hand corner for odd- 
' numbered' pages) and surrounded stair-step fashion by smaller ads, build- 
ing to a peak above the largest ad. This is the most common type of ad 
arrangement. 

WELL ARRANGEMENT 

Advertising cppy peaks at about the same height, on both sides of the 
page but one or two columns carry little advertising, being at the bottom 
of the "weir* formed by the advertising. This arrangement may be par- 
ticularly useful when there is much advertising to be carried on a page. 
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half pyramtd 



Wdff arrangtment 



DOUBtE PYRAMID^ 

This M n^^ On which much advertising is > to appear. 

Large ads anchor Bdtlt corners and advertising b^^^^ from a low point 

in the cmtex M stair-step fashion to both sides* If one side is to 

be slightl)^^^^^^^^ than the ether, fh6 weight should ; bo to the inside of 





double pyramid 



panel 



PANEL . ' 

This jrec5[Uire$ the staolclng of ads of similar si2e on top of each other 
up to the outside colunans. While this permits much unbroken space in the 



center of the page for news copy, it probably lowers advertising reacler- 
ship and so is preferred usually only< for variety. 



PRINTING METHODS 

Letterpress printing is a dying art. In the last ten years, many com- 
raercial printers* and school print shops have switchqcj to offset printing, 
and the trend gives no indication of reversing itself. The savings offered 
by. offset/ in both time and money, have^made the transition not only 
practical, but inevitable. 

Reduced to its simplest level, letterpress printing is similar to the use 
of an ink pad and mbbQr stamp. The initial step, then,* in producing a, 
letterpress newspaper is ^to manufacture this "rubber istamp," which is ac- 
tually made ftom molten type metal Such Ijnes of typo (often referred 
to a5 linotype slugs) form the relief surface which is inked and ulti- 
mately produces a line of print in a letterpress newspaper. 
^Jut since tliis book is concerned basically with the funding of news- 
papers and yearbooks, let us turn to the production of advertising in a 
letterpress newspaper. Here too, a "rubber stamp*' or relief surface must be 
produced, not only for advertising copy, but for photographs and iUustra- 
tions: as well. In a letterpress publication the relief plates for photography 
and^ art work are called '^photoengravings," and constitute one of the major 
cp'st factors in producing a letterpress newspaper. 

To illustrdte the additional time and cost factors involved in a letter- 
press production, let us examine the total production costs involved in 
printing 1000 copies of thq following 8^ x 11 circular on 120 lb. veUum 
finishfstock.^ . 
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firm litiK recently i\vltc*ht'(l to offiol producUon, nnd tho prkea Uwted reflect the 
Actual production coiti ot the primer. 
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angravmgs- tfaii«\ ^ "engravqigr IQ.SO 
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^ :JP!!^f involves three magazine changes {or di£fei:ent, iypeki sOM 

6t which IS 51 manual operation. ^ .'y, >: % "* ' ^ >V 

/ .rSlaturaUy;,^ the additional cost of hlw^ and^iSriaiteriSls is passed on to 
;- ;the customer, 'whether the job is being done for a restaurant or a high ' 
r school newspaper. It is not difficult to visualize the cost incurred m the-''> r 
'"^^ - ^^F°r^^*^°" of an ad which utilizes some photography or ^artwork. is" ^''^^ 

J. djfficuU, though, is the decision a school ne>^spaper must makfeMn establish-'^ ' ? ^ 
/^r^iT^^^ts ^^vett'ising rate card. Just how miich of the ^ cost factor ^n hi ^^ ^ 
^|)9Ssed oti to the advertiser without making the advertising prohibitive- . is*' . ' ' 
]/l^n orierou^, and frankly subjective decision. ' ' Irt*,. ■ « % J; • ' V ' 

' \ ' Many letterpress newspapers have attempted to circumvent this knotty, / > 
, '\problem by producing a series of ads containing only body type from one 
of; the publisher's type fontSw '^In ..many instances such" a simple form of ' 
advertising layout is the only feasible means of attracting and holding ad- ^. 
i Verti'serS. But while the result is economical, it presents little in the line of' " 
Creativity, can actually detract from the artistic appeal of the newspaper, , ^ 
r .\l2P4^'*^y u^timi^fely prevent reader recognitioi^ of the ad. ^ 1 

- -.Large corporations and brand name products offer some relief to the 
/ letterpress paper by supplying lightweight "mats" which are easily molded 
;/mto metal plates by the newspaper's pubjisher. Here again, however, the 
^ J ^ letterpress school newspaper is often at a disadvantage since most of its 
.potential advertising revenue will be derived from local business interests 
which offer no mat, service. . ^ 

'One advantage that is offered by letterpress production is that once the . 
f ' advertising plate has been molded it can be used again and again in the. . i 
newspaper. Obviously though, this is not a complete solution for several ' U 
reasons^ First, the plates are bulky and must be stored somewhere at a 
^cOSt (or certainly an inconvenience) to either the printer or to the news- ^• 
J paper itself. Second, an advantage exists only when an advertiser is con- 
. ^ J' 'tent to run an identical ad issue after issue. Should he decide to change ^ ■ 
*^-"^^1iiff ^co|>y - or artwork, the original plate loses its value completely. Third, " 
r . -the^ production of a plate is an initial expensp for the newspaper. Used " ' ' 
* ^ oyer a penod of time, the paper can anticipate additional long-range profits! 

Howevef, if an advertiser ceases his association with the newspaper after ^ * . ? 
> onl^<>neottWi>jssues,tthese profits will never be realized. .V 

. ' ^ r ^ . - ' K . ^ . / ; 



Letterpress does offer one definite advantage over offset, but even this 
exists in theory only. The final appearance* or typography of a newspaper 
reflects the care and consideration which has gone into the manual pro- 
duction or pasteup of the publication. Critics of offset production point 
out that since printing is done essentially by photograjphic duplication, any 
eirrors ia judgment of the copy's size, or even a slight moyement in the 
layout of a column of print wUl be glaringly obvious in the final production 
of the paper. 

Letterpress publications do not encounter these difficulties because columns 
of type can easily be lengthened by. metal slugs placed between the lines, and 
columns of newsprint are held' firmly in place by a metal form, thereby , 
preveiitihg aii^^ moyeme^ 

But while this theoretical critidsm is tra in actual practice, it is rarely 
the case. Even the most professional pasteup jobs may occasionally slip, 
thereby printing a crooked headline or news column. Nevertheless, such 
criticism cannot reasonably be applied to offset printing in , general. To 
presume such errors to be an inherent quality of offset printirig imphes 
the incompetence of the entire layout staff, or at best, occasional careless- 
ness on their part Careful training and close supervision reduce this crit- 
, icisjm iio a rare unpleasantry. 

Perhaps the picture twe have painted of letterpress printing is too severe.' 
Letterpress has produced thousands of fine newspapers over a period of many 
yezirs, and the body copy of a letterpress newspaper appears almost ex- 
actly the same as that of an offset production. Modern printing develop- 
ments have, however, made offset desirable from both an economic and 
creative point of view. For the time: being at least, offset seems to be 
ihe future of the newspajfier industry. ' 

The school that reproduces its paper by mimeograph can have attractive ^ 
- Advertising,^ too, although careful work in cutting stencils is required. Ads 
ma^ be sipftply drawn oil in po^^^ and lettering done with a stylus and 
lettering guide. Few miiheo publication is find it necessary to run adver- 
tising, however, because mimeograph is by far the least .expensive method 
of printing. ^ 

T H E PORTFOL I 0 

The following section is designed to show you the tjpes of advertising 
-mother sqhbol publications have run. It is a good idea to compile a port- 
folio of the most attractive advertising your paper has run and paste 
them in a notebook to show prospective advertisers. A look at the follow- 
ing ads may give you a few ideas about what you should do with type 
and art — and what you shouldn't, 

: The newspajJer advertising staff may find it useful to prepare a port- 
folio of the most attractive advertising Resigned by the paper, arid give 
a copy to each salesperson. Potential advertisers are .impre^e^ by proven 
performance of the advertising meidium in which they are investing, and no- 
thing could be more convincing of the professional, businesshke manner in 
which ^ their account will be handled than samples of quahty work already 
produced by the paper. 
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YEARBOdK ADVERTISING 



. The second section of the booklet concerns yedrbook advertising. Again, 
the infonhation presented takes the form of stiggestions and guidelines, 
;and can easily bo adapted to fit the needs of many different types of 
pubiicaUon situations. 

- principles of yeafboolc advertising ate identieal to- ihpso 

• ; of ne^^ advertising. Therefore, to avoid unnecessary duplication, re% 
• e^^ specific material found in Part I, and the reader will 

J>e directed to turn back to it. 

Thfe section will deal with iuiiny of the same general topics^ discussed 
earlier, but the material presented is intended to apply primarily to year- 
books. The demographic survey may teb found in Part I, but differences 
in its application to the preparation of the yearbook sales campaign will 
be discussed in PartII> 

A yearbook must also keep careful track of finances, so samples- of 
contracts i^nd methods of .keeping Tecord<;,,cdn]iputing rates, and trilling are 
presented and discussed. 

Design and graphics are covered only briefly, in their unique applica- 
tions to yearbooks; Part I contains the fundamentals of designing ads 
' that sell. 

There are various ways of arranging ads in the book, and several meth- 
ods are presented and discussed. A portfolio of reCent yearbook advertiJs- 
ing concludes the section. * 

Klany times yearbook staffs and advisers firtd it difficult to communicate 
with the representative ojE their publisher, Costs, specifications and respOn- 
sibiUties are not clear. The section on "Getting the Most for Your Money" 
will, we hope, help save some of those precious advertising dollars so you 
can put them to work Jn improving your book, not in paying hidden costs. 



PLANNING THE YEARBOOK 
ADVERTISING CAMPAIGN 

The technique of selling yearbook "Udvertising is not greatly different 
from that of scllinj- newspaper .advertising, but it is often wise fo make ft 
slight shift in the emphasis of the campaign because of the inherent dif- 
ferences between newspapers arid yearbooks. 

T H E P R O S P E C T L I S T 

Newspapers are rarely saved from one issue to the next^ much less over^ 
ft period of years. Yearbook, on the other hand,^are months in the prep- 
• oration and af-e usually saved for year§, sometimes for several generations. 
: Because, then, of the much longer life expectancy of most yearbooks, ad- 
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vettisin|, ^of a lopg-term nature for a pr<Jdu6t for which molf students 
^v0-m^^ the rule 

that a fmblication should neither solicit not accept advertising for a product 
or service 'which it ht\s no reasonable cxpectQ^on of selling. But it' does 
open ibe field considerably in maldng availaf>)e many merchants whose 
producfe are not usually purchased by students. 

. •llie^^]^^ Cian again be kept in a card file, an^ when .the adver-. 

^tising coinprngn begins, cards for each prospect should bo marketd after 
flie iiriii i& ca^^^ then, for a salesperson looking for 

a pqxenHar adverUser^to call upon, to flip through the card, file dnd obtain ^ 
d Ji^t f of those ^ fi The system also helps to keep* 

ihe stafjF from aupbyihg merchants with multiple sales calls by different 
staff members. 

Oiice a list of prospects has been obtained, thdre are many ways of or- 
ganizing the actual selling. It is usually more profitablep^to plan an in- 
tensive lour-td-eight-week campaign than to wprk in a hit-and-miss fashion 
for several months. The campaign is, best, conducted during the summer 
months if the yearbook from the previous year came out in the spring, 
and jus|b after the beginning of the school year-if tfie previous book was 
a Summer or fall delivery book* . 

Most often, staff members, Working singly or ip pairs, first request cer^ 
tain businesses where they feel they have a better pharice of selling ads 
than other staff members. The community is then divided up gliographicaliy 
•With each staffer br team asisigned to one area. This, top, cuts down 
on multiple calls on a merchant. • ' 

Some schools make die selling of yearbook advertising a school project^ 
with classes or homerooms competing against each othier. Orte high scnopi 
in Penhsyivania sold over $16,000 worth of advertising, in 1973"^ in ihat 

Most yearbooks also defray expenses through the sale of patron ads. 
Sucfi advertising is usually sold to •parents, friends, school personnel, and 
otherji such as physicians and lawyers whose professional ethics preclude 
commercial ai^vertisinc. Such arfs usually cost betweeri three and ten dollars, 
for >yhich the pabron^ name is inserted into a special section of the book. 
Spmehmes the purchase of a patron ad entides the patron to a free book, 
soihetimes not, l)ut if it does, staffs must take care that the cost of the 
ad covers the cost of the book and leaves a substantial amount to add to 
the receipts. 

Some schools sell two types of patron ads, personal and commercial. Com- 
Imerdal patron ads are sold to busines<fes which do not want to purchase 
display advertising in the bopk but who are anxious to show their good 
will. They are usually charged somewhat higher rates than personal pa- 
trons, vyho are as described in the preceding paragraphs. Tfhere is some 
thinking that making commerciaL patron, ads available cuts into the sales 
of 'dispTay advertising, and undermines the attitude that most schools today 



are trying tcr adopt that advertising in a high school publication is 
iiot charity, but is good for the advertiser as well as the publication. 

The use of patron ads in general seems to be declining for this same 
reason. If a student publication is trying to run on a professional basis, 
,spme advisers sense a double standard in asking people to be "boosters," 
and get '.^lothing in return. And unless a school Ijas a mreat many patrons 
indeed, patron advertising accounts for a relatively small percentage of the 
advertising income, anyway. 

THE DEM OCR APH I C SURVEY 

The results of the demographic survey of student spending patterns 
should certafnly be utilized. Most merchants fail to realize the amount of 
money students Pump into the local econonJy every year, and if these 
figures are expanded into the amount students may be expected to spend 
over even the next ten years (remembering that yearbooKS — and their 
ads ^ last longer than newspapers), the figure is even more striking. 

The question on the survey asking whether students play a role in de- 
ciding on major family purchases should be particularly pointed out to the 
prospective yearbook advertiser if the answer is strongly affirmative. A 
roofing and siding contractor may argue that' he does no business with 
high school students, but it is fair to remind him that 1.) most parents 
,read the yearbook, too, and 2.) those high school students will have homes, 
families, and houses in anywhere from just a few months to just a few 
years, and his ye^^rbook ad will be seen dozens of times by then. Yearbook 
advertising good business. 

ST^fF INCENTIVES 

^Some yearbook staffs are highly self-niotivated, others are not, but eVen * 
for staffs NVliOse greatest reward is the doinc of a job well-done, selling 
advertising is hard work. So many publications have a program of incentives 
which both reward the hard workers and give staff members tangible awards 
to shoot for. 

Not all advisers agree with the^ philosophy of awarding prizes or awards 
to top salespersons, contending that it results in a mOre careless approach 
to work not offering a tangible reward, Other staffs offer no prizes be- 
cause of regulations to the contrary by local school officials. Staffs offer- 
ing such incentives, however, use several methods,^ ^ 

Jew staffs give salespersons monetary commissions on what tl)ey sell, 
usually^ from three to five percent. Others grant special trips, dinners, 
workshop f^es, .etc. Many schools give free or reduced-rate advertising to a 
few merchants who donate substantial prizes to be awarded to outstand- 
ing advertising sales work. 

Whether or not the incentives result in more ad sales is difficult to de- 
termine except in individual cases. Somo staffers require no incentive, some 
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cannot be coaxed and cajoled into selling ad^ for anything and others re- 
spond to the offer with genuine determination to win. Most books have 
some system of incentive or reward, but the fopn it takes is best deter* 
mined by the schobl's needs and the adviser's philosophy. 

BUSINESS PROCEDURES 

Unh'ke student newspapers, which work throughout the school year at selling 
advertising and should, therefore, have a regular ad staff, the yearbook 'staff in 
inost schools concentrates its sales campaign into a relatively short period 

' of time, and all staff members take part in selling ads; the business de- 
partment often consists of only one or two full-time people: an ad jnan-^ 
ager, who designs ads and aavertising sections, md a business^ manager, 
who keeps the books. Sometimes the ad manager does both jobs. 

* Because so many different people are involved in the yearbook advertising 
process^ record-keeping can be difficult and tedious unless a well-organized 
system is set up at the beginning of the year. The money Uiat comes in at 
the beginning of the year must be isnough to see the book througK7*50 
goals must be carefully set, and records be kept complete and up-to-date. 
If that is done, financial success is assured. . 

ESTABLISH I NC AD VERT I SI NC RATES 

It is sa must to check advertising rates each year to mak^ sure they are 
enough to cover printing costs. Although it is rarely necessary to change 
the basic page rate more, than five or ten dollars at a- time, the adviser 
or business manager must be able to do so at will, and the new school 
or new adviser will want a system for computing the rate, the charts 
suggested below, similar to that suggested earlier for newspaper rates, 
should provide an accurate financial summary. 

Prfniirio • / .... . . - 

(ThU ihould Include till your anflclpaled paymenU »o »h« 

yedrbook companyt prlntlno, special effects, cover, color, 

supplement, proof correcHons, shipping, etc. A reliable 

company representative should be able to estimate these 

Very closely If you can provide a clear set of specifications.) < 

Phonography . $ 

(Difficult to estimate. If in doubt/ chock last year's figures 
or , set an upper limit and sfkk io if.) 

Dues, contests, cdhventlons, workshops- .'*$ 

Supplies *. . i .» ...,..♦$ 

Postage and telephone . « ^ $ 

Awards, prizes, etc .\ $ 

Equipment, purchase and/or repair «... $ 

SiJb.total $ 

EmVrgency . . $ 

(Since no budget Is foolproof, and emergencies do arise, 
we recommend that an additional five per cent of the sub- 
total be qdded Into the projected expenses. Thfl should 
cover, price Increases, unexpected equipment breakdown 
beyond that projected, and other unforeseen expenses.) 



.Prdjecting yearbook inconi a risky but necessary business, for it is 
niecfessaiy, to set goals for both, sales and advertising, and the failure of 
either campaign to meet its goal can put the book in serious financial. 
Jeopardy. Goals jpaust be realistic, and possibly a little conservative^ but 
just khowing hbW manj^ books or ads you have to sell is a major first 
step toward making your goal. [. ' 

From school board, book rental fees/ activities ticket, etc. . : ^» . . , 

'•Sale*'" ♦.>;,. .m*. « # p.* * • • • 

' (Multiply tK» nuniber oi books you , jslan fb dclually ^e// * . 

by the dverqge prl^^ . ^' 

away ~ io KmoqI bo^^^^^ • 
pobllcptlohs use, etp. 

not assets.. Try Iol keep them to q minimum.) 

• ■■; . ■ ■ ' - ■ ' 

Sale of ptc)uriB!$ .-r . . . . . . • . . > ♦ . . v . . . * . . . . $ 

(Many schools receive commissions from the ^$ _/ 
^ graph their MndercrassrfiM^ but the dtstflbution 

^'r of these funds varies widely* Some . Schools add Jhe enli^^ 

dmpont to the gen^rral fund^ 
. or part of It, to the Hivvspaper or yearboofc accounts.) • 

Total . . , , . * . . .V. . . . . .$ 

Needed from adyertljing 

(Again, for* safety's sake,, set your advertising need* about 
five per cent higher than the actual figure required,) 

The dollar figure you arrive at by following these guidelines (see illus- 
tration 1$, sample wojrksheet) shoyJd be the minimum goal of your ad- 
VerHsing ^ales canipaj^. But how do you determine what to charge for 
apageof advertising, yourbasic rate? . 

'^hcn making initial plans for the book/ it is necessary, for the year- 
book staff to aflpcate* a certain number of the total pages in the book for 
each section/ and advertising space should be allotted at the same time. 
■A yearbook vrill tj^fcally carry , from ten to Jfifteen per " cent advertising, 
witn .some variation possible, so plan joifb a 'figure in that range. Then, 
simply dividing the number pf pages of advertising -planned into the amount 
of money needeci will produce your page rate. ^Again, it is a good ide^i 
to add five to ten . pef cent to this figure, if possible to provide an 
emergency cushion. * 

. Whether or not to increase the rate for smallerN ads and give, a dis- 
count for larger ones is up to the publication. * Yearbooks all over the 
country operate successfully both ways so the decision must be d product 
.of each yearbobk staff after evaluating the success of past campaigns, and the 
responsefrorn potential advertisers. / » 

. ' '" , * . '. * . . «^ « ■• 



ptlnfino '^% v , , ; . . * * . . . . . $12000 from school board, ttc. ......$ 0 

phbfogrophy • . . . . . . 300 sale of book $9000 

du#jr, conftfh^. #tc; . . » • v . * . . $ 1 00 salt of pictures $ 1 000 

^Uppltet ........$ 50 oHitr $ 0 

phont, ppsrag* . . . ........ • $' 75 toral ....... ............ $1 0000 

dwords, banquf t efc^ ^«^.. ..$ 50 needed from d^dvertlslng ...«.$ 3256 

•iiufpmtnf ./^,;,-....,,....$ 50. 5% <mh]on . , .......$ 163 

wb-f blat ; * . * > , . . . ^ $1 2625 total, needed . . ; :.....$ 341 9 

5% emfrgencf cushldn^^^^^ 631 ".t: 

ioldr ' v •.'•.'-'••<.» '»:»■'•■••••.....''<>• V .$13256 

j.* ;foitai n^Wed^^^^^^^ 

"2.: iiUfnber of jxJfifes' of advertising » 
3. base fate per page $122 (1 *^ 2) ^ * 

THE CaNTR ACT^ ^ 

The advertf^ing contract jf^ yearbook is very similar to. that for 
^Uie riCM/spaper* It is brii^f ajid clear, bqt It covers all basic detail? of the 
agrcicmeiit bet^ycen the yea^ " , ■ . ^ . / '-..^ 

; Tlie first part qlF thi^ cp^n^ and sets forth tho 

responsibilities of tHd pubjilbaBon and of the advertiser^ pnd contain^ ^yace, 
for the signatures of representatives of both the book and the company.* 

As discussed prevloujily/ two copies should be made. One to be kept by 
the advertiser and one to be filed With copy, artwork, photograph*, aiid 
.other itiatorials for the account^ in the publications area^ where it will be 
accessible to both the business staff and' tW . 

■■ . .\\ . ;• ^' \ . ■,. - ■■- ■■>' - ' ■ ■' : ..- ■'.■■'>.. 

; The contradt should diSO i^^^ *'for convenience Sake^ whether the 
.advcrtis(St; pVld^^ the ad or if llQ 1$ to be biWe^^ 

attd if the latter,%hen he should be Dilled. ■■ ' * * 

The Sche^^^ of charges should also appear on the contract, detailing 
the rate Jtor each siize ad available, and a list of extra-cost items. 

So many Softools tise photographs in all or most of their ads that ^many 
books no longer coniid^ photography an extra- item but include it in the 
price of the ad. Buti many Vohopls do overlook one almost embarrassingly 
obvious way to cut|/ their own color costs or to get OOloc into tndir 
books ' at little or riO cost — sell the advertiser color in his adl ^^anv 
advertisers are willing to* spend money for color that will make their ad- 
vertising dlsftinctive and quick!/ noticeable on a page of advertising. 

By passing the cost of color along to the advertiser, the school can got 
the rest of the eight^age printing flat printed with the same spot color 
at jlt^lc or no cost ^ a real, savings with books .using more and more 

•color.';. . ' 



•^^i^^'v v>>:"^V-^ ^;'v^l 97 6 . C A C T/U S - > . / ' •^ 5 

^ , / \ 'i: t; ' ' ^ MAWON^HIGH SCHCX)L • , ^ , 

''J:: ^ ^^A*AR!OM,. INDIANA ^ •> \ i 

> rThei lundersignecf' f frm agrees ^fo use ... page of ddvertising mil^e 1976 ' 

, CACTU$,,.a"publicoHon of Marion High School, Marion, Indiand, ' 'r:^' 

C|<vg« WlH\fae *d$ described belovi. Copy must be provided tb fKe CACTUS by. ^ 
Oe*^ei^%tJ97S::Cosi 6i the ddvertising includes q: phbtogrdph which mdy, at* . 
>th«^,option of-HiWadyectIwrr:be.^^^ the ad.'/. \y T / / ' ^ * 

"•Wf**^^' • • A • ^^--^'f jfirm,"- nome\ .' i,^ .^/.'"i . .] . i i -^A ^ 

r ' !' ''"^^^^^tr* 'V • ' * '-^ ' f'» » .s^^* • • • 'i*^ address t . ^ ..j* »„ r_, ■'^ 

^^^^ »^^!PTU5r • ^ . » , ^ » « , , ^T*^ . ' phorte i . ,^ 

■^*'*' "•'"'» , r ^ -* date •^•••'•••-•■h»»-»*^»''»a»»^»,*»»»»»» 
, PAYMENT:. $. I I.;... .cash " $.^....,: eheck 



' Please bill us in: 1.;-^.^;,^.. October 

' ^ - " ^ • . ; November 

. V-." • ^ • • • pecember 
f^i^, ^ . January 



i thargts: one-eighth page ^ . / ..... . $20.00 

/ .V'';;^; one-qoarter page . .M . . . V. .i^. . S30.00 

; ' one-half page , /. . ^ $60.00 

' " / .full page . ,t^5 , , . $120.00 



/ one applied coldr ^ $25.00 

< full color from print or transparency $125.00 " 

\i / Copy^ will appear m the CACTUS as indicated below, or a CACTUS representa- 
. . ^ tfve Will call for copy before October 1,-1975. 



Finally, the contract ought .to Contain a space for copy to be indicated, 
and a promise that if copy is not specified on the contract, it will be 
called for by a specified date, reassuring the advertiser that once he has 
signed a contract and paid for his ad^ he will not be forgotten. Such a 
promise gives further indication "^that the yearbook staff is as interested in 
^serving the advertiser as it is in getting his money. A number of sug- 
gestions for servicing accounts are given in the newspaper .section of this 
book. , . 

E C 0 R D - K E E P I N C 

Just as important as selling the origind ad is the business of keeping 
■'track of the advertising which the^jyearbook is committed . to runnings and 
a list of billing infom^atiori. Therefore, after all advertising is sold and filed 
alphabetically in the publications area, it- is useful to make a master list 
of essential information on which basic data about each account can be 
recorded. . • - 

;?> iv:>;jto list" should be made - and can be done conveniently on 

.a^.:forrn such as the one illustrated. The form hsts the name of each ad-' 
>^1«ardser^^the size of his ady aiid wKether or not color is to appear irf his adir^ 



The next several columns of information qoneern billing information. One 
\columii is to mark the account paid if the advertiser paid at the tinie die 
^ ad: WJis sold, or af tejr the business raariiiger has received his chisck. Goluin^is 
/ca^ii alsp be included to indicate when the account is to be billed, maldng. 
vjtveasy 'jfor the business manager to tell at a glance what firms to bfll-. 
; ^ach mcJnth. A final oolumii should be added to indicate the date each 
bijl was'^en^. Thi^ helps the adviser or business ihanager quickly answer- 
ariy questions, from the advertiser over the telephone, without the hecessity 
of; digging out th(B entire ffl^^ . • 

It is also 'd^^ to ?idd a^ thirdl series of columns which indicate the 
degree/ to which w^^ on each ad has progressed. The advertising manager 
: ca^n mark appVopm columns showing that he ha^ , the necessary photo? 
: graphs, i n ceded j for each ad, that' copy has been sent or approved by 
the adyiertiser, and that the ad has been assignesd to a page, making all 
i /essential ^ every ad in the book instandy available to the 

adverhang staff ari3 the adviser. Such a qbmprehensiye outline" will also; 
i;ease the pangs of transition in the event of. a change in advertising \per- 
sonnel or adviser in the ' ' *! 

-fe iL Lv H Ci ■ ,. ' v. r ■ ' //■ 

The billing form and procedure^ for a yearbook are subsitantially the 
• saine as those for newspa^pers, so the discussion qf billing in Part I need 
not be repeated for yearbook 
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-:lt:y's:.. D ESI G N I NCTHEAD 

"'^' ■^^^^ are ho ,£undameritd-<^^ in designing display ' adver- 

^ji^sing for the yearbook instiead of the newspaper, the material presented 
-tin Part I ^yiU not be repeated. T^^ are tw^o .differences to keep in miiid, 
^ however; size and reproduction qjiial^ " , 

: . Yearbook ads will usually bp somewhat larger than newspaper ads. There- : 
-fore it should" be possible to design more consistently atteactive advertis- 
ing* There are no oyiCr and two^ihch ads to Worry about, so the advertising 
manager must be $ure he understands the pHnciples of advertising design, 
since he have a greater opportunity &an, hiis newspaper counterpart 
to make use of art, photographs and bold display type. 

Because yeaibooks are pra^ more- ejqjensive paper stock, phofo- 

graphic jepfoduction is better/ M schools take advantage of this to liv- 
en their ads by run th^ ads! To ensure high read- 
ership, it is Usually Mase to . include students from the school ia the ad rz- 
preferably riof the same students^ who g^t their pictures' in die book for 
a dozen other things as well. This will have, me added advantage of 
helping sales, - - 

' .Well-designed, carefully planned ads only enhdncie th^ appemnce and 
value of any yearbook, and as much care should be taken in planning the 
_£idyertising spreads as that used in /preparing the homecoming spread, on 
the spread. abdiit the yearbook staff . 

GRAPHICS. 

; Since .most school yearbooks are now printed by the offset method, it 
:is possible for a school to save a;.little bit of money and produce much 
more striking advertising by pasting up their own ads, just as they would 
for a newspa^ieir: Advertising staffs may choose type styles from the hun- 
dreds offered Ixy the dry transfer lettering manufacturers discussed earlier, 
instekd of the ten to twenty rather plain styles offered by most yearbook 
..publishers. Different border design for each spread, extensive use of hand 
art or dip-art, .and the ability ^9 see the fini$hed ads even before the proofs 
com6 badk;*3rtol^ke ad pasteup ih the school worth considering. In addition, 
most yearbook publishers give small discounts for such work done out of 
the plant ■ . 

See Fart I for fuirthCT discussion of inexpensive graphic effects nov/ 
available. . ' 

D I S P L A Y I N G AD V E R T I S I N C 

Few yearbooks revise the way they organize and display their advertis- 
ing from year no year, usually because it never occurs to them that they 
. can. dp so. But there are. some real advantages^ both financially and in 
developing the book, to re-evaluating this area occ^sidnally, \/ 

There are two convenient methods of displaying advertising, if ads M'e 



to cofer' anf, entire page or joore of . the book: by using a basic ..unit of- 
one-eighth page, pr a basic un if of on e-jsi^ - ^ * , 

t ' In the former case, ad sizes would be one-eighth page, one^quai'ter page, 
one-hdf page, and full page. In the Matter, ' sizes would be one-sixth page, ' 
; : one-third page, hvp^thirds page, and full page* 

Nieither of these systeltis is, .in itself, any better than the other, hut 

■ • there :ar6 "S^^ for cpnsideriog a change, one beiijg the fact 
• that; it gives the advertising section just a slightly dif ferejit appearance than 

■ it -has hacl in the past. Just this first step may be enough tq^^convince 

: -ihe staffs of' some books which have followed the same basic organ jza- . 
tional plan throughout the .book for several yeah that other changes might 
'be in order to keep their b^ V 

' TfieVe ate advantages,^ too, when it becomes necessary to raise advertis- 
ihg iates. For a book that has been using the' basic one-sixth - unit, all that 

■ is necessary to raise yates is to retain, the/same rate per ste)p, but adopt 
a. one^eighth page base/Thus, if your schedule 

\^ . one-sixth jaage . . . . . .y ....$ 20^ " ^ 

t ; . orte-third page . , . . .$ 40 

* ' twb^liirds page ........$ 80 

full page $1 2D. 

« simply adjust your rate {iohedule to: "f-^- • ■ 

v.. 



. ^one-eighth page . . . .$ '2Q 

* . ' one-fourth p'dge i^, ...... .$ 40 

one^half page .v. $ 80 V 

■ . full page ...... ....,...$120 v>; 

Since relatively few ads sold are full-page ads, revenue per pa^e will 
increase by $40 per page. Of course * the change in /aS size should be 
pointed out to prospects who have advertised previqnsly, but ihis is probr - 
ably- the least painful way. devised of raisitig advei'tising rates. ^ 

J^or a School using a one-eighth page base the best solution is to simply 
' raisp the rates, but for. all salespersons to ibe certain to point out that 
ads AvHl no\v be larger hhd fewer to the pag^, so thejadvertiser sees an 
increase in semc6 to hirn iixve^fchan^ extra' money, A typical ex-, 

\atnple of su^h a rate increase itiight look like this : ^5?y 



OLD RATE; one-eighth pctge . ^ . $. 20 

' . * one-fourth page . . / . . . ."*.> . . a^". . . .$00- 

on<e-half i^age .!...,... ^ $60 

full pq^e . . . .j .$120 

■\ Mm RATE:' ; 'i^ne-sixtf/ page ^ . . .V . . 30 

p(}e-thircl page .v . . / . . V $ 50 

two-thirds pdge $ 95 

foil page ....... ... . . , .$140 
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'Siich a Revised r^jte schedule would result in increased revenues of from 
$i6 to ^SG 

.Whichever me your book uses, keep one thing in mind about lay- 
■ oiitr it .15 not necessary that all pages of advertising look like window 
pannes witlx iy^^^ se^ents being only slightly horizontal or vertical. It is 
often, more atj^^ tb run a one-third or , one^half page ad vertically 
"mstead .^^ across the entire side or bot- 

-topiiinst^if^pf inp . 

U Besides the -decision on the basic size to usp for "^advertising, one other 
\^ bit , of ofganizatibn remains to be dpne: where vto put the ads in 

Traditionally, advertising has been carried in a single section, nearly al- 
ways at the back of the book, and while many" schools continue to do 
Iftis^r tHe/tterid has been in other directions. The realization that the school 
piibjlicatibh has an obligatioa to the advertiser to help sell his product, ^nd 
that advertisers were often being ill-served by crowding all their advertis- 
' ing ihtb an area that could be conveniently ignored by "^readers, persuaded 
many yearbook staffs to seek other methods of presenting advertising. 

The' first step was to add photographs, usually of students, to most 
of the ads to draw readers' attention to them. Few schools today stick 
the old system of panel advertising where. the firm's name arfd address 
and one-lihe"^ message are presented in a neatly ruled ifttle box, Schools 
which have retained the entire advertising section in the back of the book 
now frequently lay but the pages to resemble thd'_rest of the editorial 
content of the book^ and include body copy about the advertiser or his 
product. Others include interesting and readable feature articles about the , 
cbmmui^ity in the ad section and incorporate many candid shots. 

ft • 

- Quit0 a nuniber of schools have abandoned thb idea that" all advertising 
must be in a single section of the book, and have begun to place a spread 
or two of advertising after each of the editorial sections of the book. This^ 
system pleases advertisers, forpwrfaa must pass through ad copy to get 
to the next section o^^jJie-HSook, arid readership of their ads is thereby 
increased. J 

L Finalfy^-iuisitiall but growing number of books are converting to a true 
inaga:zine style of advertising, in* which advertisements and editorial copy 
appear together on spreads throughout the book. Advertisers like this even 
jnore, of course, but yearbook editors usually like it less, finding it more 
difficult to incorporate an ad into their layout patterns. Some readers also 
feel that it detracts from the pverall effect of the book. No clear-cut 
trend has yet developed on this method. 

A few books have tried a variation bn the latter method by limiting 
advertising to one-line messages which .appear unobtrusively at the bottdih 
of each page. It is questionable, however, whether this performs much of 
a service to advertisers, arid soliciting this type of advertising appears no 



differeat thaili askin^^^^ to T)Oost" the yearbook With ads of 

the,pand"variety;:" . ■ ■V'.'^--'* " ^ ./-^ - ■ ' 

• However; :cl6s are delayed,- dne tjiing is a must: the index to the^^ book 
sl^btiW ai^^jrs an index' to adyqctiiser^w it and 

jtiriak^?^^^^^^ 

^ > ■ G E T 1 1 N G T B4 M P S T F O R 
YOUR MOIvJEY ^ •^ 

■ Pb you know ^^w^ not in your yearbook? 

Ite JToildWm of yeiarbook*' specifications h^^ been provided to help* 
you cdmmuniate with your pubUca^ Hopefully these spec- 

ificatiohs will help you , when dealing With ydur . yearbook representativ^r 

' ^J. .Biiaia^^^ 

V ? B. The ,hum1)er of copies wfll depend^ the: number of ;stu- , 

deilts in ^ydtir schdoL Indicate thei number of 

V C. ^ khdW e^ many pagies ' yotx mnt md work ardund 
/ ^--^ftdtiliimber. '-:.^^ •.. 

D, I&niow liow the jpripitihg of your . book Will be done. Offset is 
usually preferred. V . . " ^ / > 

E. The paper in your yearbook shotid be eigKty povind numbw 
one grade, jand should be selected from no less than four possible 
finishes. ■ /• *• ■ .. ' - ■: . 

V F* the yearbook cdVeJC should be cl^ 
i lidrd case, bi|ii^ long^ l^hd^labncd in either Btfib or s^ 
Chbbse ybur cover from a mniniuin of ten fabric selections* 
C. Browri br blu6 lin^^ probfs should be used ahd prbvided ^fbr 
the entire book. . . ' 

U. Concerning the composition of the book, there should be pro- 
vided qi minimum of four kinds of body type, serif and sanserif 
yp[ .8, 8, iO, and 12 point >type;/Use of m^^^ 
: . .urillmited. There should: also bi^ a; of ten headlineJ stylesf 

; ; and the free ijse of 18, 24* 30, 36,.^hd 48 point type. Six pa^^ 

\ ot solid type should be provided at no exfra ebstj plus ftnir 
• • styles of-display type. per sbi- 

.teen p4gei for headli^ y-y ■ 

i Concerning ' special effects, require the use of fiVe special ef^ 
fects at no extra charge. There should be^no charge for reverses, 



lOtf percent Wflicks, 30 percent gray^/ 60 per^ 
Mpr«$es jhould nbt charged exbar 1^^ 
' . toe,^^^^ to and including 6 point mcluding'r^^ and 

. ovcrprinir, sho bo guaranteed. One hundred twelve pages of spot 
color should bfrincluded at liOL extra charge. ^ v V- ^ ; ; 

■ j.ir i^ ^uOtones per -flat should be included. 

K. Include all fnpunfeg, reduction and .enlargements of pictures. 
There shbiild'^be/ no charge for the use of tbolirig lines, or for 
jhete^^^^ 

' the academiQ sphodl 

- Wf fr^ August 18 to August 18. Final copies 'should be. delivered/ 

ybitt^ plant^ i^^^ than jur^e 10^ Bopksi>vi^^ 
cdfromybur^^^^ 

W; , The base jprice should then be listed and the cost for the spot 
color included in the bflse price iteiwized. 

II, • Special costs; / / "' 

A. On the basis of the preyiou$ 'specificatibn^^^ 
of 0xtra signatures, and 0ie cost pf printing end sheibt^-- differ- 
ently, front and back, colored end sheets included/ Detennine thf 
expected price adjustment by subtracting the i)ages in miiltiples of 
' sixteeri : from the total number of pages in ' your yearbook. 

3^ Deteirmih^ editorial changes^ additions or deictic 

/ :-Vperpage;:;"\,;;/^ \ :.■ ^: ' .. ^■'■;^'v .V- •. ' 

V. C. Determine Ufe, cost for printing each book in addition to I^POO. 

Determine the cost for printing pages in addition to the num- 
ber of pages in ypur book in multiples of eig^^ 

III« Process color speciflcatipns: 

A^ One four-color transparency on a two page spread should be 
vfceluded. \ ; ' ■ . 

• B. Determine the cost for Ibiir-color transparency on a natural 
spread. Include cost of multiply seperatioh. 

C. jDctermine thei cost of dddibonal -four-color transparency on the 
. same eight page flAt. 

iV.; Spotcolon ' /' v ■ . V.'-;^' 

' A* Determme the cost for spot color on additional ^ight pages 



V. May it^hereby be imderstood that: ^ ^ ^ 

If the printer makes charges for additioiijil services, procedures, 
or items, he must indicate in detail such charges here: 

yi. Other considerations: > 

A. Submit^ a schedule of copy requirements, but (your school) . 
teserves the right to determine its ^ oWn deadline schedule. 

B. The representative shoulil submit two or three yearbook ref- 
erences from schools in your area. 

V C. AU materials, mounting boards, proportion wheels, cropping \ 
■'LV*, copy forms, layout sheets, should be included in cost. 

P- Liist any additional items or services your company or repre- 
sentative will provide (your high school) . 



signattu'e ot company 
representative 



signature ot representative 
who will service 
this contract 



THE P0RTF0LI.0 

This section also concludes with a brief selection of yearbook ads from 
around the country demonstrating some of the ideas discussed earlier. 
It is to the benefit of a yearbook salesperson to carry a copy of the 
book for the last, year or two on sales calls to present to potential ad- 
Vertisers. As it was stated before, u proven record of performance will do 
half the Selling job. 

Conducting a successful sales campaign, keeping errorless books, and de- 
signing attractive and persuasive ads are not always easy jobs, but they 
« are vital jobs on both student and professional publications, and are satis- 
fying when successfully done. The business side of student publications often , 
escapes attention and recognition* but a skillful business manager or 
advertising manager contributes just as much t^ the Success or failure of a 
publication as any member of the editorial board. 

This has been one approach to the solution of the financial woes that 
hdset many publications. There are others. But adapted to the situation in 
whieh each publication finds itself, it may help to produce more stable and 
successful newspapers and yearbooks. . 

/•■ ■ 




for fall . , . 




•! vfnyi r*U fur . . . »t, 
With It. STMNOMAN ^Utrf ^ntf . . . Sll>. 
•nrf ■ PAHOdKA.lutii#fl«ck , ,4.%% ^ 

A HANSIN bftmm*4 daiih* ^nrf 
MAMOOIIN (••fh«.f punt c«m^»t« tK* 
pUtur*. W«1t h*lp ymt pui th«m ail 
t«f •thsr. Uf th«y'r« 



firit IH fiihUn 




La^ry Greenlee shows you |\jst one of 
the fine coats available at TREAT'S 
SQUI RE SHOP backed by rows and rows 
of new Ideas In slacks and as many 
Sweaters. Visit TREAT'S SQUIRE 
SHOP'S "End Zone" for the litest In 
youhQ mens' and young ladles' apparel. 




Beanpkker 

Pompano Beach (Fla.) H. 3. 




Fast itiotorcycles, 
flashy cars offer 
variefy in tastes 



• Z^nttmotitr A4qtbri h ttactipg oi '-..'-X 
ri tw trod) f>— HI tradition of qoof* • 
(fy and i«rvlct. Oo In dr\d itt ih« 
MwQUYi ot ZM^otHn dn^ d'lvt 
m/oyln d!fi«w<or.' ? . 

^ Cornptt It. l*ry let ti th t itam* of , *' 
tfir oomt of Ood Chttfclino Kbvt^a* 
lakl. Whtthtr it bt 13 thltd'ttxtd' 
inlhWjIKt Of a brofld ntw 900, Don ^ 
hatn<i\U, .^ . ' ■• J - .. 

Hovt otd furnitOr* brought to tlft' - ' • ' 
at laumdfl*t Uphdltltiy whtft iitfi. ; 
vfcti 'ror»oii fforn ftcovtrlno iurni^^' ' 

dropta. * 

Rvvihlng rouitf from Wpyno 
lo Ittchmond »)hc« VazU Ihtl'Jrac^'' 
' tk)ri of flnt itry^ct U illll *botng 
ttron(ji. Ntxi tlmt^cdij Tttplt. Truck 

Addmt Sultdtri SOjipty U h^dd< . 
quorftrt for oil building nttdi frorn^ 
tpoutlhgfo ^t^flnL 



Ufh A new caooac ouaknom, <m 

JUMmCAN Morons CAUfKOM ZINTSMM- 
m Morons IS A »tAi ^XM'WlHi HWWk* 
ing, Ufmm /OH Om lOO YtAtS 

Hont H4VT $ttH'nnfo»r tK«r 

Tfffn^ J^witij, ^f\f$f' li^WtfjuMv fc^iwlj^ 




v'StllflfTonf H. '$»f Deidfuf/* Indfanci 




Si 



